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Executive Summary

1. Executive Summary

This report presents the 2013 Marketing Effectiveness Analysis of the Rhode Island System Reliability
Procurement (SRP) pilot in the towns of Tiverton and Little Comptdrhe SRP pilot was designed to
determine whether demaneside management could be an effective method of reducing peak demand on
the Tiverton substation, which serves over 5,000 customers in the pilot communitie§tarting in March
2012, National Grid increased marketing and outreacto encourage participation in select statewide energy
efficiency programs, enroliment in SRBemandLinkofferings WiFiprogrammable controllable thermostats
and Smart Plug window AC contrgland enroliment in SRBpecific energy efficiency offerings (Winso AC
Rebates and Recgling). This report presents research to determine how pilot marketing has contributed to
participation goals over the duration of the pilcdnd examines the following outcomes

A Program participation rates
A Inquiry rates (e.g., leads, @arketing response)
A Marketing awareness and influence

A Participant and nonparticipant feedback on DemandLink offerings (from focus groups)

Findings in thisreport cover the periodJanuary 1, 2013through December 31, 2013 Where possible, we
also provideprogramto-date values, starting in March 2012.

Key Findingsand Recommendations

I n its second year of i mplementation, participation
projections. The pilot also rat residential WiFithermostat planning projections and participation goals

among participants with central air conditioning (CACkven after a slow first year While DemandLink
participation did not meet 2012 goals, participation levels in 2013 brought cumulative participation from
2012-2013 in line with goals. However, articipation among customers with window AC was generally lower

than expected across all program componentsThe pilot did not meet participation goals or measure
installation projections for DemandLink Smart Plug installatig, nor did it meet planning projections fothe

window AC rebate and recycling efforts.

The pilotds success i mprogrammable therrgostdd goaidon CACJustokners/andF i
exceeding EnergyWise patrticipation goafiggeststhat the combinaion of rampup efforts in 2012 and
direct marketing in 2013 were effective inl) increasing awarenessand knowledge of those program
offerings and 2) encouraging participation.However, this was the first year thathe program offered and
marketed window air conditioningneasuresto customers.Based on the resultfor CAGelated DemandLink
WiFi programmable thermostat ovethe past two years, sme rampup period in measure adoption may be
expected among widow air conditioning customers.

Still, there is some evidence, based on focus groups, that some customers may not understand the program
design or the benefits of the DemandLink WiFi programmable thermostat offerings (with and without Smart

1 Not all customers in the towns of Tiverton and Little Compton are served by the two-fedxlers (33 and 34) that are the focus of
demand reduction efforts. Therefore we make distinctions throughout this report between success metrics for the two townsatlye
or specific to customers served by sufeeders 3334 (whi ch we refer to as O0the Tiverton su
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Executive Summary

Plugs). In addition, some customers with window AC appedrskeptical about how the Smart Plug
technology would add value when coupled with their current usage behaviors, which they perceived as not
requiring automation. Other customers appeared unsure if the time it takes to participate would outweigh
the benefits. These customers may perceive the benefits as greater if they understand how the equipment
may be used with other systems or appliances, including home heating. These findings suggest that efforts
in the third program year should continue to streamlinand clarify these offerings for customers, while
maintaining transparency regarding the reason for conducting the pilot.

With respect to the lowetthan-expected uptake of window air conditioning and recycling rebatethe
program did notmarket or offer these rebates until the middle of 2013 Based onresults from this first year

of window AC offeringsit is too early to conclude whether these offerings will succeed in meeting longer
term participation objectives Window AC penetration rates among progral@ads are in line with statewide
averages, suggesting that the technical opportunity to participate may exist among customers in the pilot
area (though theability torealize expected savingghrough window AC measures is yet to be determined).

The dualpronged direct marketing strategy that began ispring 2013 8 a combination of direct mail and
telemarketing 8 seems to have been effective in generating leads and increasing program participation
EnergyWise and DemandLink offeringéeads increased dramtically during the telemarketingperiod, and

the majority of these leads were among customers fed by the Tiverton substation, who were the target of
telemarketing efforts.Nearly half(47%) of surveyed EnergyWise participanisdicated that they first head

of the program through direct maild a greater proportion than reported first learning about the program
from an outbound phone cald suggesting thatthe mailings were effective in introducing customers to the
programbefore they received a call.
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Program and Marketing Overview

2. Program and Marketing Overview

T h e psetondyeadrsactivities centeled on enrolling residential and commercial customers ithree
programsthat are offered exclusively to customers in the Tiverton and Little Compton pilot area

A DemandLink Programmable Controllabéhermostat Rogram Provides temperature control devices
1 WiFi Programmable Controllable Thermostat and Smart Plug$o customers in Tiverton and Little
Compton when they agree to participate in demand optimizatiewents for two years. Customers
receive anannual bill credit for participating in all demand optimization events. Customers must
have a WiFiinternet connection and Window Air Conditioning or Central Air Conditioning to be
eligible. For calendar year 203, the pilot projected installing 50 programmable controllable
thermostats in homes with central cooling200 Smart Plugs inhomes with window or room air
conditioning,and 10 thermostats in commercial facilities.

>

DemandLinkWindow Air Conditioner Rebaterogram.Between Mayl and September 1,2013

National Grid offered customers in Tiverton and Little Compton a $50 rebdte the purchase of
gualifying new window air conditioning units. Equipment was required to have an EER greater than or
equal to 10.8 EER to qualify. The pilot projected providing rebates for 250 NENERGY STARated

air conditioning units.

>

DemandLinkWindow Air Conditioner Recycling PrograBetween Mayl and September 1,2013
National Grid offered customers in Tiverton and Little Compton a $25 rebate &ach of up to four
window air conditiones they recycled.The pilot projected providing rebates fat25 recycled units in
2013.

In addition to these SRPspecific offerings, the pilotencouraged participation in existing energy efficiency
programs that may contribute to pilot savingsEEnergyWise and Small Business Direct Install (SROIhese
two prograns each perform two functionsi) they are a platform for determininddemandLinkeligibility and
encouragingDemandLinkparticipation and 2) they offer direct install energy efficiency measures that can
help reduce peak load on the target substation. The lpi projected performing 200 EnergyWise Home
Energy Assessments and performing direct installatiorie small businessesresulting in 258,563 kWh
savings in 2013.2

To fulfill these planning projections National Grid has increased marketing efforts fothe above
DemandLinkprograms and forthe two statewide energy efficiency program®ilot marketing effortsin 2013
focused heavily ondirect marketing to the entire eligible customer base (all residential and commercial
customers served by the Tiverton dustation). Between April and July of 2013, National Grid launched a
series of direct mailings to eligible customers. Each wave of letters was following immediately by
telemarketing calls conducting by the telemarketing agency RANh addition, National Grd hosted a
community event in July and dropped a postcard and email in September aNdvember, which featured
new, communityfocused messaging

2 Based on communications from National Grid, these are 2013 planning assumptions. These assumptions may differ from the most
recent participation goals, filed in November of 2012.
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Program and Marketing Overview

Figure2-1. 2013 SRP Marketing Timeline
‘Jan ‘Feb ‘ Mar ‘ Apr ‘May Jun Jul Aug Sep Oct Nov Dec

Direct Mail

Outbound Telemarketing

Community Event

Postcard Mailing !
Email -

The followingis a summary ofeach of the outreach efforts made in 2013.

A

>

>

>

Direct Mail.National Grid sent twaounds ofdirect mail to 4,790 residential customersand 340
commercial customersn Tiverton and Little ComptonEach customer received a packet containing
an introductory letter,a pamphlet, and an application form forthe DemandLink Window Air Condition
Rebate and Recycling Progranthe message of these mrials centeredon the DemandLink
Programmable Controllabl&hermostat Programthe DemandLink Air Conditioner Rebate and
Recycling Progranmand the EnergyWise Hom&nergy Assessmen®Program. National Grid sentwo
rounds of mailingsto customers both infive waves They sent the firsbetween April 19 and May

17, 2013 and the secondbetweenMay 24 and June 21, 2013.These mailings included a phone
number and email aldressdirecting customers toreach out tothe telemarketing team for more
information.

Outbound TelemarketingNational Grid utilized a professional telemarketing team, RAM, to conduct
two rounds of outboundtelemarketingto all customers in the qualifiedareas of Little Compton and
Tivertonfollowingeach ofthe direct mail waves.The RAM team utilized a call script to identify
gualified leads forthe DemandLink Programmable Controllabléhermostat Program andhe Window
AC Rebate and Recyclingrograms Using the script, callergrovided a briefoverview ofthe
DemandLink and EnergyWise programguestioned customers on the presence of central AC,
window AC and WiFi capabilities, walked customers through offers relevant to them, eoitected
contact information for interested parties RAM then passed this information oto RISEEngineering
to follow up andset up a time for an installation Conversely,fithe customer was not interested in
any of the offerings the script instructed the caller to obtain aeason for disinterest.

Beginning in April 2013, RAM made call® 4,637 phone numbers The teamcalled each number
one time in the first round.In July, he RAM team began aecondround offollow up callsto 3,700
non-participants with working phone nurhbers.

Community EventNational Grid hosted an Energy Awareness Day event at the Muddy Moose Café in
Tiverton on July 16A postcard mailing invitedesidents of Tiverton and Little Comptomo attend the
event to learn about how to save money by particifpag in DemandLink programs.

Postcard Mailing.National Grid mailed a postard to customers in Little Compton in Tiverton in late
September The postcard tested new messaging whiclogitions the DemandLink progrars as being
beneficial to the local community in addition to the individual customer 0 Good f or you.
community Good f or everyone. 0

Email. National Grid sent an email blast to approximately 50% of the pilot target audience in early
November.Theemail had a community focus that encouraged participants to sign up for the
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DemandLink programs and join their neighbors who have already taken steps to reduce their
electricity consumption.

These activities are in addition tmngoingstatewide marketing hat may advertise or market to customers in
the pilot towns.
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3.

Summary of Program Leads andParticipation

This section describesprogram participation and program leads (frominbound requests or outbound
telemarketing) fromthe followingperspectives:

1.

5.

3.1

3.1.1

Overallparticipation and leads summary, by program componentLeads are defined as requestso
participate in a program, which could occur through an inbound channel (e.g., an EnergyWise audit
request, or inbound call regarding DemandLink off&), or when a customer signs up for a program in
response to telemarketing.

EnergyWise program participation ratea nd P @ r £i c supcess metritsisuch asresponse
rates to outbound calling and marketing, and inbound calls to the programplementer)

DemandLink WiFi Programmable h&rmostat and Smart Plug participation rates and pre
participation success metrics

DemandLink Window AC Rebate and Recycling participation rates and -pagticipation success
metrics

Small Business Direct Instth (SBDI)participation

OverallParticipation and Leads Summary

Participation

The figure below summarize®013 participation in the five key pilot program componentsEnergyWise
Home Energy Audit Program, DemandLink Programmable Controllable Thermostat ProgBemandLink
Window Air Conditioner Rebate and Recycle Programs, &BDI Program.

Figure3-1. Tiverton and LittlecCompton Participation2013)a
450
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m Non substation

3 140

Unigque Participants
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27 6 26

H s ===
EnergyWise DemandLink WAC Rebate WAC Recycle SBDI

aEnergyWise and DemandLink counts include a minimal number of commercial customers. Based on rate
code, four customers on the Tiverton substation participated in EnergyWise in 2013. Based on the program
i mp | e meustoreer dassification, two commercial customers installed WiFi programmable thermostats.
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3.1.2 Leads

Beginning in April 2013, the pilot enlisted a thirgharty telemarketing firm, RAM, to place outbound
telephone calls and manage inquiries fromresidential cusbmers in Tiverton and Little Compton. These
enhanced outreach efforts coincided with direct mail, such that customers would learn about the program by
phone and mail in the sameperiod.

There were813 leads in the pilot communitiesfor the EnergyWise and @mandLink programs in 2013 The
majority of these leads (711, or 87%) are served by the Tiverton substatidime figure below shows that May
through August 2013 were the busiest months for leads, with 626 leads occurring in that period. Lead
activity pealed in June with 222 leads (27%) and was followed a mdntlater by a peak in program
participation. There was another increase in leads in August, followed again by a peak in program
participation in September.The enhanced telemarketing and direct mail affts, which coincide with the
timing of peak lead activity, may have hadn influence on the number of leads between May an#lineand

in August

Overall ad counts were 178% higher in 2013 compared with 2012Looking specifically at leads between
Apriland Julyof 2013, which coincide directly with the timing of RAM telephone outreach and direct mail
efforts, overall lead counts are 908% higher compared withe same period in2012.

Figure3-2. EnergyWiseand DemandLinkProgramLeadsin Tiverton and Little Comptoi2012-2013)
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200 mmmm DemandLink Participant
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'Outbound Telemarketing (Follow-Up)

'Community Event |:
'Postcard Mailing |:

'Email |: |:
'I\ewspaperArticle |:

'Paid Search

'Twitter Posts

'Facebook Ads

jFacebook Posts | | | |

5

3 This count includes 13 leads from substation customers with a commercial rate code (5 for DemandLink, 4 for EnergyWise, and 4
for both programs).
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Summary of Program Leads and Participation

Enhanced telemarketing efforts that began in April focused on a list 4f637 residential and commercial
customers served by the Tiverton substatio@utbound calling efforts succeed# in reachingl,172 (75%) of
these customersand generating 565 leads(12%) The RAM team used a call script to identify and pass
along qualified leads to RISE who would then begin the participation process. The RAM callers recorded a
disposition for eachcall that includedthe programd EnergyWise, DemandLinlor both & of interest to each
customer. A summary of the response results provided below.

Table3-1. Summary of RAM elemarketingDispositions, 2013

Residential | Commercial Total

(n=4,297) = (n=340) (n=4,637)
No response 73% 87% 74%
Do Not Call/Hung Up 1% 1% 1%
Reached but Not a Lead 13% 7% 12%
EnergyWise Lead 5% 1% 4%
DemandLink Lead 3% 2% 3%
EnergyWise and DemandLink Lead 5% 1% 5%
Participant had alreadysigned up 1% 1% 1%

The following sections present participation and lead information for the key program components.

3.2 EnergyWise Program
3.2.1  Participation

Participation in the EnergyWis€rogrami s a key measure of the pilotds
oft he pil ot ds p Deamandlink participants. Far the pupadse of this evaluation, we report
findings for (a) the pilot communities overall and (b) the subset of Tiverton andtlei Compton customers
who are on substation feeders 33 and 34The 2012-2013 impact analysis orthcoming in 2014) will
provide comparative analysis of EnergyWise participation rates in the SRP communities sinailar, non

pilot towns in the same period.

The figure below shows annual participation countsin the towns of Tiverton and Little Comptoh
Participation in the SRP communities was fairly stable in 20€8011, with between 8291 audits per year In
2012, participation increased to178 audits. Partcipation continued to increase in 2013 ending the year
with 401 audits overall and321 audits among Tiverton substation customersutting the pilot ahead of its
projection of 200 audits (among substation customersjor the year.

The total participationfor 2013 represents al125% increase over 2012totals and 238% over the average
participation for the previousthree years (2010-2012). In addition, the proportion of audifparticipants who

4 Participation counts are based on the number ofatilities with site visits in each year (based on Facility ID), where year is
determined by the month in which the site visit occurred, and facilities could have had more than one electric account addfie
multifamily). Visits are assigned to a regiondsed on the town name. A very small number of participants may have commercial rate
codes.
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Summary of Program Leads and Participation

are served by the substatiorincreased significantly in 2013. In 2013, substation customers comprised 80%
of the total participant pool compared to 60% in 2012.

Figure3-3. EnergyWise Audiarticipantsin SRP Pilot Communitie2009-2013)2

m Not Substation 401
400 m Substation

80

200 178

- 321
100 82 91 87

107

2009 2010 2011 2012 2013

a Participant counts are basedn the number of unique facilities that participated. More billing accounts may have
participated if they were associated with a multifamily facility.

Of the401 audits completed in 2013,65% were completed between June and Octobdulywas the busiest

month for audits. This timing coincides with direct marketing activities (with some lag expected between
scheduling and completing an audit).

Figure3-4. EnergyWise Audits in SRP Pilot Communities by Mofah13)

100 -
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3.2.2 Leadsand Inquiries

Audit requests of the program implementeare a potential leading indcator of program participation. Pilet
area customers could sign up for the program through statewide channels, or through telemarketing c#ils.

2013, there were 776 leads for theEnergyWisgrogramamong Tivertorand Little Compton customersThe
majority (80%)of EnergyWise leads came from customers on substation feeders
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Summary of Program Leads and Participation

May through August were the busiest months for leads, with 595 leads (71% of the anhtadial) occurring in
that period. Lead activity peaked in June with 224 leads (27%hd was followed a month later by a peak in
EnergyWise participationThe enhanced telemaketing and direct mail efforts, which coincided with the
timing of this peak leadactivity, appear to have driverthe number of leadsbetween May and August

Figure3-5. EnergyWise Leadim Tiverton and Little Comptor2013)
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The conversion rate, the ratio of participants to leadsyas 52%in 2013, compared to 61% in2012. This
finding maysuggest that the increased telemarketing efforts may have elicited interest among customers
who may have been slightly less likely to follow through with participation than leads in previous yéat®

may have learned of the program and proactivelsigned up). Even with this slight reduction in conversion,
EnergyWise patrticipation rates surpassed planning projections.

Table3-2. EnergyWise ConversidRate (2012-2013)

EnergyWise ‘ 2012 2013

Total Participants 178 401
Total Leads 290 776
Conversion Rate 61% 52%
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3.3 DemandLink Programmable ControllableThermostat Program

3.3.1 Participants

The figure below shows annual participation countén the towns of Tiverton and Little Compton in
the DemandLink Thermostatind Smart Plug pogram components Participation in these program
componentsincreased from 29homesin 2012 to 140 customers (L38 homes and two businesss)
in 2013. Nearly allparticipants (98%)had account numbers that link tassubstation feeders?

In 2012, only customers with central air conditioning were eligible to participate in the program.
Beginning in 2013, the pilot expandedhe pr ogr amés equi pment o fPflugsri ngs
which allow window air conditioning units to beontrolled by the DemandLink programmable
thermostat. This solution now enables customers with window air conditioninggarticipate in the

demand response program In 2013, 59 of the 140 participants (41%) installed Smart Plug
technology.These customers were all residential

The participation counts for WiFi programmable thermostat installations among customers with
central cooling are in line with participation goals established in late 201%ut the Smart Plug
component is slightly below participationgoals (see Section 4). However both components are
above 2013 measure installation projections. The pilot established measure installation projecton
in terms of installed units rather than participantsFor 2013, program staff projected installing 50
WiFi programmable thermostats that control central coolings well as 200 Smart Plugs. The
program surpassed measure installation projection®f thermostats, installing 127 thermostats in
homes or businesses of cudmers on substation feederswith Central ACIt ended the year below
projected installations of SmartPlugs, installingl45 Smart Plugs insubstation homes with window
or room AC.

Figure3-6. DemandLinkThermostat Program Participationn SRP Pilot Communities
(2012 and 2013)

200
B Thermostat Only

150 B Thermostat and Smart Plugs 140

100
Two commercial
50 customers
29

0

2012 2013

5 Two WiFi programmable thermostat participants (with CAC) and one smart plug participant do not have account numbers;
therefore, we cannot positively link them tdhe Tiverton substation.
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June through September were the busiest months for the prografsee Figure 3-7 below) In this
four-month period 65% of 2013 participants (91 customers) entered the program.The months with

the most participants were June and July.

Figure3-7. DemandLinkThermostat Program Participation in SRP Pilot Communit{@613)

m Not Substation
H Substation
25 26
25 4 21 19
13 14
7

3 1 2 1
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Participants with Central A@ SRP pilot communitiegach installed up to three thermostats in their
homes, averaging 1.6 units per household. Participswith Window AC installed upo five Smart
Plugs per household, averaging 2.5 plugs per home. While the pilot intends the plugs to be used with
window androom air conditioning units,program tracking does not record whether they are (or will
be) usedin this manner. The DemandLink participant surveyplanned for 2014, will explorewhich

appliancescustomers are controlling with their Smarlugs.
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Summary of Program Leads and Participation

3.3.2 Leads

In 2013, 356 customers wereclassified asDemandLinkThermostatProgramleads. Of these nearly
all (98%) were served by the substation. The program had a conversion of 38 of leads to
participantsin 2013 which is higher than the conversion rate in 2012 (18%Y he busiest months for
leads were May andJune, which combined produced 221 leads (62% of thetal). The enhanced
telemarketing and direct mail efforts, which began in April and continued through June, coincided
with the timing of this peak lead activityand appears tohave had an influence on the number of

leads. There was also a slight rise ir&ds again in August, a month after outbound folloup calls
were made.

Figure3-8. DemandLink Programmable Controllabl@hermostat Progranieadsin Tiverton and Little
Compton(2013)
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3.4 Window AC Rebate andRecycling

The DemandLink Window Air Conditioner Rebate and Recyclipgpgrams ran from May 1 to
September 1, 2013. National Grid offered customers in Tiverton and Little Compton a $50 rebate for
the purchase ofup to four qualifying new window air conditioing units( 6 WA C Ranl a $26 6 )
rebate for each of up to four window air conditioner they recyclddo WA C R e. &N\ationhl iGndg 6 )
first introduced the Window AC Rebate and Recycling programs in marketing collateral in April 2013

and promoted the twoprograms in all SRP specific marketing efforim 2013, except for the late
September postcard.
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3.4.1  Participants

Thefigure below shows participation countsn the towns of Tiverton and Little Compton during the
active programperiod. During thisperiod 44 customers received rebates fopurchasing 63 units
while 27 received rebates for recycling9 old units. Overall, 51 unique customers participated in
either the WAC Rebate or WAC Reliyg program compaents. All rebate and recyclingprogram
participants were residential customers on subfeeders. The program fell short of 2013 projections
to provide rebates for 250 newENERGY STARated unitsand 125 recycled units.

Figure3-9. Window AC Rebate and Recycling ParticipationSRP Pilot Communitie@013)
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The majority (70%) of rebates for neENERGY STARated units were distributed between June and
August 2013 (seeFigure3-10 below) August was the busiest month for the recycling component.

Figure3-10. Window AC Rebate and Recycling ParticipatiarSRP Pilot Commuities, by Month
(2013)
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mWAC Recycle
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National Grid promotes these two programs in tandem, with one application for both rebates.
Looking at the participation numbers differently, there were fifgne unique participants between the
two programs. As shown iTable 3-3, 39% took part in both programs while the majority (47%) took
part only in the rebate for newENERGY STARInits. Fewer (14%) only recycled an old uni®n
average, customers who participated in both programs recycled more units through the program
than they purchased with the rebateThe DemandLink participant surveyplanned for 2014, will
explore customesd  uo$ @nits before recycling them as well asheir likely use, had they not
recycled them through the program
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Summary of Program Leads and Participation

Table3-3. Unique Participants2013

Program Component Number of Avg. # units | Avg. # units
Participants rebated recycled
ENERGY STARebate Only 24 47% 1.2 n/a
Recycle Only 7 14% n/a 2.7
Both 20 39% 1.7 2.0
Total 51 100% 14 2.2

3.5 Small Business Direct InstalProgram

There arenearly 500 commercial accounts on sub-feeders 33 and 34 of the Tiverton substatiof
The majority of thesecustomers (93%) are smaltommercial customers SRP pilotefforts focus on
these small commercial customers, with a goal of increasingarticipation in the Small Busines
Direct Install(SBO) and DemandLinkofferings.

In 2013, outreach tocommercialcustomers consisted of direct mail and direct outreach (via phone)
initiated by the SBDI program implementer.adrly all the 2013 SRP customer communicationsere
identical for both residential and commercial customers

In May 2013, nearly all 500 commercial addresses in the area received a mailing about DemandLink
offerings. Over 300 customers wittcommercial rate codes were also part of 2013 RAM outbound
marketing efforts. However, mostcommercial customers on the RAM mariting list were not
reached through the phone effortElevencustomers becameDemandLinkleads, and two installed
WiFi programmable thermostats through the, including one customer served by the Tiverton
substation.

Participation in the SBDIProgram increased substantially in 2013 compared with previous years
There were 26 audit participants in 2013, compared witlibetween four and ninein each of the
previous four years. Of these 26 participants, 20 are served by the Tiverton substation that is the
target of SRP demand reduction efforts.

6 For the purpose of this analysis, accountsare classified as commercial based on their rate code. Some of these accounts
may not be customers who are capable of participating in programs or reducing load, such as cell phone tawers
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Comparison to Goals and Projections

Figure3-11. Annual Small Business Direct Install Audits in SRP Pi@mmunities
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programmable thermostat installations. At the time that goals were established, the residential WiFi
programmable thermostat offering was limited to customers with central air conditioning. When
National Grid boadened their 2013 strategy to include customers with window air conditioning, they
also revised their participation goals. The most recent residential goal of 96 WiFi programmable
thermostat installations by yeaend 2013 (among CAC customers) and 208mart Pluginstallations

by yearend 2013 (among window/room AC customejsvere filed in November 2012. National Grid
met, and slightly exceeded, the WiFi programmable thermostat installation goal by instalB8gwWiFi
programmable thermostats in the homes ofentral AC customers served by the Tiverton substation
through end the of 2013. However, fewer customers than anticipated have installed demand
reduction technology for use withwindow air conditioners:60 customers served by the Tiverton
substation installed window AC Smart Plugs through the end of 2Q1&®mpared with a goal of 200.

Table4-1. Cumulative Participation Goals through 2013 for Demand Reduction Praxgr Offerings
Participant Type Technology Cumulative Goal through 2013 Participant Counts
Original Revised Overall Substation
Participant | Participant Goal Participation Participation

(November Achieved Achieved
2012 Plan) through 2013 | through 2013

Goal (Februar
2012 Plan)

Residential with WiFi 250 96 109 99
Central AC programmable

thermostats
Residential with Window AC N/Aa 200 61 60
Window AC Modlets (ater

known asSmart

Plugs)

Window AC N/A2 N/AbP 51 51

Rebate or

Recycling
Commercial & WiFi 20 14 2 1
Industrial programmable

thermostats
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Total All DemandLink 250 296 217¢ 205¢
a National Grid did not establish goals for customers with Window AC in the original pilot plan.
b National Grid did not establish demand reduction goals associated with Window AC Rebate or Recycling
efforts.
¢ The total reflects the count of unique participants who have patrticipated in any Demand Link offering.
d Source: Table $ of 2012 System Relability Plan Repord Supplement. The Narragansett Electric Company.
February 1, 2012. Docket number 4296.
e Source: Table $ of 2013 System Reliability Procurement Report. The Narragansett Electric Company.
November 2, 2012. Docket number 4367.

SRP pilot program staffalso developed projections of 2013 measure installations for planning
purposes. Since hese projections are for measure installationghey are distinct from participation
goals, as multiple measures could be installed in a singledme. Thetable below outlines projected
equipment installations for 2013 compared to reported installations among customers served by the
Tiverton substation. Both the EnergyWise and DemandLink Programmable Controllable Thermostat
Programs exceeded projeans of installed units.

Table4-2. 2013 Equipment Installations Compared to 2013 PiloPlanningProjections
2013

2013 nstalled.
Program Measure Measure Installation among
Projections Substation
Customers
EnergyWise Home Energy Energy Audit 200 321
Assessment
Thermostatsfor Central AC 50 127a
DemandLink Programmable customers
ControllableThermostat Program | Smart Plugsfor Window AC 200 145
customers
DemandLink Window Air New ENERGY STARWindow Ad 250 63
Conditioner Rebateand Recycling| YNitS
Program Recycled Window AC Units 125 59

aThis count includes two thermostats installed by commercial customers.

At the outset of 2013, program staff knew that it may be harder to reach customers with central air
conditioning, but did not have much information on the penetration of window and room air
conditioning among piloiarea customers, nor thepotential difficulty in reaching these customers.
Information on the penetration of central and window/room air conditioning among 2013 leadis
Appendix Ashows that penetration rates among leads appears to be in line with statewide averages
for both types of equipment.

5. EnergyWiseSurvey Findings on Awareness and Influence

The EnergyWise participant survag an ongoing evaluation effort that will provide both process and impact
i nsights. The primary goal of the survey is to
will be used to estimate incremental participation inthe EnergyWise programThis rate will be calculated
and reported for the first time in 2014 as part of the program yea2012-2013 Focused Energy Efficiency
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EnergyWise Survey Findings on Awareness and Influence

impact evaluation? Below, we report on survey findings from a process evaluation perspective, to provide
National Grid vith initial feedback on marketing awareness, recaland influence.

As shown in the figure below, respondents most commonly report they first became aware of the EnergyWise
Program through information they received in the mail (&%) and via wordof-mouth from a friend or
colleague £1%).

Figure5-1. How did you first become aware of the EnergyWise Home Energy Assest
and the energy efficiency improvements available from National Grid?

Information in the mail ||| G
Friend or colleague || G 21
Newspaper [ 8%
Phone call from national grid [ 7%
E-mail from National Grid [l 7%
National Grid Website | 5%

Radioad [J 1%

other [ 4%

n=73 0% 20% 40% 60%

Consistentwitht hi s f i ndi ng, respondent sd r8énchatwdversidnsoftther e c t
survey fielded to date recall of the direct mail pieces associated with the DemandLink Program was the
highest of all marketing materials about which wénquired 61% in Version 1 and71% in Version 2). In
contrast, recall of the direct mail pieces associated with the statewide programs was much low&f% in
Version 1 and36% in Version 2).

The top four most memorable marketing materials among Versionslrvey respondents were theSRR
specific direct mail (51%), radio commercials (42%), phone calls from National Grid (41%), and the article in
the Patch (35%). The most memorable marketing materials among Version 2 survey respondents were the
DemandLink specific direct mail 71%), phone calls from National Gricb9%), and the EnergyWise specific
direct mail 36%). Respondents to Version 1 of the survey recalled statewide banner absjtter posts, and
paid searchleast frequently. Respondents to Version 2f the survey recalled Twitter posts, Facebook posts,
and cinemaads least frequently.

7 This report will estimate impacts for the 2012013 program.

8 Each respondent was only asked about marketing efforts that took place in the six months prior to their becoming a lead.
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EnergyWise Survey Findings on Awareness and Influence

Table5-1. Summary of Recall and Influence of Marketing Materials: Survey Version 1
Marketing Effort Campaign | Recall of Marketing Effort Influence of 4 or 5

(of those who Recalled the Effort)

# % | %
Direct Mail(n=35) SRP 18 51% 11 61%
Radio(n=19) Statewide 8 42% 2 25%
Phone Call{n=37) SRP 15 41% 5 33%
oo L C N IR :
Direct Mail(n=37) Statewide 10 27% 5 50%
Facebook Adgn=24) SRP 5 21% 5 40%
Email (n=24) SRP 4 17% 2 50%
Email (n=37) Statewide 4 11% 1 ' 25%
Newspaper(n=37) Statewide 4 ' 11% 1 ' 25%
Facebook Postgn=37) SRP 3 8% 1 33%
Paid Search Ad¢n=19) SRP 1 5% 0 0%
Twitter Posts(n=19) SRP - 0% - ' -
Online Banner Ad¢n=33) Statewide - ' 0% - ' -

Table5-2. Summary of Recall and Influence of Marketing Materials: Survey Version 2

Marketing Effort Campaign Recallof Marketing Effort Influence of 4 or 5
(of those who Recalled the Effort)

# Recall Influence 4 or 5

Direct Mail(n=35) SRP 25 71% 17 68%
Phone (n=36) SRP 25  69% 18 ' 72%
Direct Mail(n=37) Statewide 13 36% 7 ' 54%
Newspaper(n=36) Statewide 9 ' 25% 3 33%
Radio(n=36) Statewide 9 25% 3 33%
Energy Awareness Dayn=28) |SRP 5 18% 4 80%
Paid Search Adg¢n=36) SRP 7 19% 3 43%
Facebook Adgn=36) SRP 6 17% 3 50%
Online Banner Adgn=36) Statewide 6 17% 2 33%
Email (n=36) Statewide 3 8% 2 67%
FacebookPosts(n=36) SRP 1 3% 0 0%
Twitter Posts(n=36) SRP 0 0% - -

Cinema(n=36) Statewide 0 0% - -
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EnergyWise Survey Findings on Awareness and Influence

Detailed tables displayinghe recall and influence of each marketing effothased onthe EnergyWisesurvey
are included in AppendiB.
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Focus Group Findings

6. Focus Group Findings

Opinion Dynamics conducted two focus groups on November 2813 with residential customers in Tiverton
and Little Compton. We selected participants whb) have been the target of increased SRP marketing)
were eligible to participag¢ in the DemandLink Programmable Controllable Thermostat program (they had
wireless internet and either Window AC or Central AC and in their home),3)utad not yet participated in a
DemandLink program. The research team recruited a mix of participantased on their level of prior
engagement with the programThe table belowsummarizes the level of program engagement of focus group
participants.

Table6-1 Summary of Focus Group Participants by Program Engagement Level

Level of Engagement DemandLinkNon-Participant Type Number of
Participants

RAM did not reach 1

Non-Engaged Customers 2

RAM reached but did not convert to any program

DemandLinkLeads (DL or DL + EWjefore Sept 1, but have 4
not yet participated inDemandLink

EnergyWise or Window AC participants during SRP periog 2

miEn merswho have not -
Se gagedCustomers who have not participated nor become a lead for DL

participated in DemandLink

EW Only Leads during SRP period thefore Sept 1 who 1
may have WAC or CAC, but have not yet participated in
anything

Total 12

Threequarters of focus group participants had window air conditioning and about a third had central air
conditioning.Additionally, participants represented Tiverton and Little Compton equally.

6.1 Key Findings
Clarity of Program Offerings

The focus groups revealed that marketing materials for the DemandLink Programmable Controllable
Thermostat program did not provide custorme with a clear understanding of the program. While
participants generally understood that equipment would be provided to them through the program, the
concept that they would have to participate imlemand response events and that the equipment would
facilitate participation in these events was lost almost completely.
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Focus Group Findings

Barriers to Participation

The discussions revealed a number of common barriers to participation in the DemandLink programtial

hurdles include mr t i ci pant s®& gener adf how ghe prograrh wouks, dveat the raamd i n g

benefits are and how those benefits apply to them. In addition, participants voicecbromon technical
concerrs including how the equipment would interface with their existing HVAC systearsd whether they
use theirwindow AC enough to qualify for the program or to justify the need of supplemental equipment to
automate a cooling schedule. Participants were wary of losing their control over their cooling and perceived
the incentive amount as low relative to the loss afontrol they may endure.

Drivers to Participation

Participants had mixed feedback onhypothetical reasons for participating in the DemandLink Program. A
few participants asked about the possibility of using the thermostat to remotely control their heatifithey
seemed less interested in remotely controlling their cooling system, which many did not perceive to be a
significant expense, and thought the equipment might be valuable if it could also control heating. Once the
moderator gave the groups an explarien of why National Grid was offering the DemandLink program in
their communities, they also appeared to be receptive to taking a proactive stance to improving grid
reliability.

Messaging

While participants were mixed on the appeal of various messagebgete was a clear interest in a more
transparent message. National Grid should consider building a narrative around why they are offering this
program, why Little Compton and Tiverton are being targeted, what tfemand response component of the
program entils, and how it relates to the provided equipment.

National Grid may want to consider highlighting the ability of the programmable controllable thermostat to
control heat in addition to cooling remotely and the possibility of being able to save money othb

Additionally, one of the main findings from both groups is that participants have many complex questions
about how the DemandLink program and the related equipment work that may not all be possible to address

in a single marketing piece. National Grd may want to consider putting

guestionsdé document or webpage to supplement the
materials.

Detailed findings from the focus groups are includeid AppendixC.
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Discussion and Recommendations

7. Discussionand Recommendations

I n its second year of i mplementation, participation
projections. The pilot also met residential WiFi thermostat planning projections and participatigoals

among participants with central air conditioning (CAC), even after a slow first year: While DemandLink
participation did not meet 2012 goals, participation levels in 2013 brought cumulative participation from
2012-2013 in line with goals. However, pdicipation among customers with window AC was generally lower

than expected across all program components: The pilot ditbt meet participation goals or measure
installation projections for DemandLink Smart Plug installationsor did it meet planning pr{ections for the

window AC rebate and recycling efforts.

The pilotds success in reaching DemandLink Wi Fi pr
exceeding EnergyWise patrticipation goals suggests that the combination of rauppefforts in 2012 and

direct marketing in 2013 were effective in 1) increasing awareness and knowledge of those program
offerings and 2) encouraging participation. However, this was the first year that the program offered and
marketed window air conditioning measures to cusiners. Based on the results for CA€lated DemandLink

WiFi programmable thermostat over the past two years, some ramp period in measure adoption may be
expected among window air conditioning customers.

Still, there is some evidence, based on focus grps, that some customers may not understand the program
design or the benefits of the DemandLink WiFi programmable thermostat offerings (with and without Smart
Plugs). In addition, some customers with window AC appeared skeptical about how the Smart Plug
technology would add value when coupled with their current usage behaviors, which they perceived as not
requiring automation. Other customers appeared unsure if the time it takes to participate would outweigh
the benefits. These customers may perceive the befits as greater if they understand how the equipment
may be used with other systems or appliances, including home heating. These findings suggest that efforts
in the third program year should continue to streamline and clarify these offerings for custasiewhile
maintaining transparency regarding the reason for conducting the pilot.

With respect to the lowethan-expected uptake of window air conditioning and recycling rebates, the
program did not market or offer these rebates until the middle of 2013.&8ed on results from this first year

of window AC offerings, it is too early to conclude whether these offerings will succeed in meeting lenger
term participation objectives. Window AC penetration rates among program leads are in line with statewide
averages, suggesting that the technical opportunity to participate may exist among customers in the pilot
area (though the ability to realize expected savings through window AC measures is yet to be determined).

The dualpronged direct marketingstrategy that began in spring 20133 a combination of direct mail and
telemarketing 8 seems to have been effective in generating leads and increasing program participation in
EnergyWise and DemandLink offerings. Leads increased dramatically during thenteeketing period, and

the majority of these leads were among customers fed by the Tiverton substation, who were the target of
telemarketing efforts. Nearly half (47%) of surveyed EnergyWise participants indicated that they first heard
of the program throudp direct mail d a greater proportion than reported first learning about the program
from an outbound phone cald suggesting that the mailings were effective in introducing customers to the
program before they received a call.
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Appendix A: Cooling Equipment Penetration Rates

Appendix A: ©oling EquipmentPenetration Rates

The original SRP pilot plan established relatively high goals for WiFi programmable thermostat installations,
originally planned for homes with Central AC. Based on 2012 success metrics and evaluation findings
regarding Central AC peneidtion, National Grid expanded its offerings for customers without Central Air
Conditioning, including Smart Plugs, window air conditioning rebatasd window air conditioningrecycling.

In this appendix,we present an update on central AC penetration eestimates in the pilot area. Since VWi
Programmable Controllable Thermostainstallation among customers with central AC is still a key
component of National Griddés | oad reduction strate:q
conditioning in the pilot area to undersand the future potential of WiFthermostat participation. A single,

definitive source of this information is not available, bubased on updated data for EnergyWise and
DemandLink program leadsthe penetration of cental air conditioning appearssimilar in the pilot townsand

Rhode Island overall.

A For thestate of Rhode Island, National Grid estimates a central air conditioning penetration rate of

32% and window air penetration rate of 53%.

statewide average Table Al).

A The CAC penetration ratamong all leads (31%; for EnergyWise and DemandLingk)in line with the

o Central air conditioning penetration rates among customers whoVeexpressed interest in

demandside management offeringsare slightly higher.

higher than the statewide averageTable A2).

A The Window AC penetration rate among all leads (56%; for EnergyWise and Demand Link) is slightly

Though we do not know if these rates are representative of the overall Tiverton and Little Compton
population, these findings indicate that the program is succeeding in reaching customers with relevant
cooling equipment. Note that thecentral AC penetratio rate among EnergyWiseleads was lowerduring

2010-2012 (23%).

Table Al. Central AC Penetration Rates among Tiverton and Little Compton Le@fd 2 -2013)

Success Metrics Leads Leads By Location YACCE \ Overall
Asked ' NotServed | Servedby = 2012 2013 | Penetration
about CAG by Substation
Substation
All Leads 1,105 877 16% 34% 30% 31% 31%
EnergyWise Leads 1,066 838 15% 34% 29% 32% 31%
DemandLink Leads 520 520 23% 39% 38% 37% 37%
Leads from RAM effortf 565 565 n/a 33% n/a 33% 33%

aNot all leadswere asked whether their bme had Central AC in 20122013, therefore the overallN does not equalthe
n asked. Though questions about air conditioning were part of the RAM script, customers who inquired through
statewide progran channels (i.e., the EnergyWise program implementer) may not have been asked the same questions.

9 Page 8 of SRP proposal to RIPUC
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Apperdix A: Cooling Equipment Penetration Rates

The DemandLink program implementer, RISE Engineering, began collecting information on the penetration
of window or room air conditioning in 2012. The marketi partner, RAM also collected information on the
penetration of window or room air conditioning throughout 2013. Because RAM marketing activities focused
on customers served by the Tiverton substation, window/room AC penetration rates shown beltable A2)
reflect penetration rates among Tiverton substation leads.

Table A2. Window/Room AC Penetration Rates among Tiverton and Little Compton Le@842-2013)

Success Metrics Leads LeadsAsked By Year ‘ Overall
about WAG 20125 2013 ‘ Penetratiorf
All Leads 1,105 567 45% 56% 56%
EnergyWise Leads 1,066 528 47% 54% 54%
DemandLink Leads 520 364 35% 63% 61%
Leads from RAM effort 565 565 n/a 56% 56%

a Not all leadswere asked whether their bme had WindowAC in 20122013, therefore the overallN does not
equalthe n asked.

b Sample sizes in 2012 are very small (30 or fewer customers per row)

¢ The overall percentage applies primarily to customers on the Tiverton substation, as RAM marketing activities
focused on Tiverton substation customers, and window AC information waslexked primarily through RAM
activities.
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Appendix B: EnergyWise Survey Marketing Awareness & Influence Details

AppendixB: EnergyWise Survey Mrketing Awareness &
Influence Details

To date, the Evaluation Team has fielded two versions of an online survey among EnergyWise participants in
Tiverton and LittleCompton. Bothversions of thesurvey explored recall and influence of statewide arailot-
specific marketing and outreach efforts; drivers for participation in the EnergyWise and DemandLink
programs; and levels of satisfaction with DemandLink thermostat eigpment. The second version also
included questions about usage patterns and levels of satisfaction with DemandLink thermostat ebwhart
Plugequipment.

We fielded the first version of the survey among 196 participants whp participated in the EnergyWise
program between January 1, 2012 and April 16, 2013 an@) had a valid email address. We fielded the
second version of the survey, which included updated marketing materials, in October 2013 and again in
March 2014, among 147 customers who participated beteen April 16, 2013 andDecember 17, 2013.
Across both survey versions, a total of 77 participants completed the survey.

7.1.1  Recall and Influence ofDemandLink Specific Marketing

We provided survey respondents with images and descriptions of various marketaffprts they had been
exposed to and asked them if they recalled seeing, hearing or receiving each iténif. respondents could
recall a marketing piece, we asked them to rate the level of influence it had on their decision to complete
the home energy assessment. The following tables describe recall and influence of marketing specific to the
DemandLink campai@. The next section describes recall and influence of statewide marketiefjorts.

10 Each respondent was only askedbout marketing efforts that took place in the six months prior to their becoming a lead.
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Appendix B: EnergyWise Survey Marketing Awareness & Influence Details

Direct Mall

Version 1 Version

nationalgrid

nationalgrid

Energy-saving oppariunities that will help you
save money and put a smile on your face.
D ——y

nationalgrid  Fex

Helping to put energy
savings at your fingertips.

June 2012 Late Aprild June 2013

‘ Version 1 Version 2 Total
Recall
Yes, | recall receiving this 51% 71% 61%
n 35 35 70
Influence
Not Influential (1-2) 22% 8% 14%
Moderately Influential (3) 17% 24% 21%
Very Influential (45) 61% 68% 65%
n 18 25 43
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Appendix B: EnergyWise Survey Marketing Awareness & Influenceslile

Email Outreach

An energy-saving opportunity that will help you
save money and put a smile on your face.

Get a WiFi programmable controllable thermostat at no cost
and get money back”.

Our new DemandLink™ program is designed especially for your
community to help control your heating and cooling demand
DemandLink features a no-cost, fully-installed WiFi thermostat

($500 value), which can cut your gas and electnc bills by approximately
7%. You'll even receive a $40 annual bill credit ($80 over a two-year
peniod) for participating in the program

With a WiFi thermostat, the benefits are significant

= Follows a custom heating and cooling schedule for your home
ensunng optimal comfort with minimal energy use.

= Provides control of your heating and cooling systems remotely
from a computer or smartphone LINK TO GREATER
= Reports, reminders, and alerts for peace of mind SAVINGS TODAY WITH
DEMANDLINK™.

Get started today! To find out if you qualify, call 1-888-633-7947 But hurry - participation is limited
or visit www, i i

These programs are funded by the energy eficiency charge on o cusiomers’ utiiy bill, in accordance with Rhode fsland law.
“Savegs e energy efficiency sxpariences may vary Check with your tas sdwsor regarding your esgaxity ko the Erergy Eficency fdecai ta
e restrichons may apply. To take advantage of our DemandLirk program you must commit 1o provide pen
racpate n 3l test. aud, and demand opt
Grid USA Service Company, Inc

et Offer is
feedback. In
i8on events. Paricipant mst agree to provide periodic feedback

n the peogram for a minimum of two years.

com/demandiink

September 2012

Versio

Recall

Yes, | recall receiving this

17%

n

24

Influence

Not Influential (1-2)

25%

Moderately Influential (3)

25%

Very Influential (45)

50%

n
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Appendix B: EnergyWise Survey Marketing Awareness & Influence Details

Newspaper Article

Articlein the TivertonLittle Compton Patch. This article described how National Grid customers in Little Comptor]
and Tiverton would be the first in the state getting the option to participate in a pilot program where participants
get a WiFi programmable contrtable thermostat and receive a credit for participating in demand response
events.

May 2012

Recall

Yes, | recall seeing this 35%
n 37
Influence

Not Influential (1-2) 31%
Moderately Influential (3) 23%
Very Influential (45) 46%
n 13

opiniondynamics.com Page29



Appendix B: EnergyWise Survey Marketing Awareness & Influence Details

Postcard

ational i xbeas L R e e ati lari
nationalgrid Ow o Ao - . nationalgrid
-y e e roge promw i G o

Working together, we can cut utiity bills, put money
back In your pocket, and manage rising energy demand.

Lets work 1ogether 10 save’
it - - P Teneg L0

I [RTCEING O T CAUEE P

September 2013

Version 2
Recall
Yes, | recall receiving this 50%
n 2
Influence
Not Influential (1-2) 0%
Moderately Influential (3) 100%
Very Influential (45) 0%
n 1
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Appendix B: EnergyWise Survey Marketing Awareness & Influence Details

Phone

Version 1 Version 2

Do you recall beingontacted by phone by National
Grid about the opportunity to sign up for a free Home
Energy Assessment and receive a fost, fully
installed WiFi Programmable thermostat?

Do you recall being contacted by phone by a National
Grid representative about opprtunities for reducing
energy costs in your home?

AugustSeptember 2012 Late ApritAugust 2013

Version 1 Version 2 Total

Recall

Yes, | recall receiving this 41% 69% 55%

n 37 36 73

Influence

Not Influential (1-2) 47% 8% 23%

ModeratelyInfluential (3) 20% 20% 20%

Very Influential (45) 33% 2% 58%

n 15 25 40
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Appendix B: EnergyWise SuryéMarketing Awareness & Influence Details

Community Event

National Grid hosted an Energy Awareness Day at Muddy Moose Café in Tiverton on Jil2Q83. This event
featured energy experts who were available to dis
DemandLink programs. Did you attend this event?

July 2013

Recall

Yes 18%
n 28
Influence

Not Influential (1-2) 20%
Moderately Influential (3) 80%
Very Influential (45) 0%
n 5
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Appendix B: EnergyWise Survey Marketing Awareness & Influence Details

Facebook Ads

Versions 1 & 2

Tiverton & Little Compton
myngrid.com

National Grid
customers can save 7%
on gas and electric
costs with
DemandLink™.

SeptemberDecember 2012

Version 1 Version 2 Total

Recall

Yes 21% 17% 18%
n 24 36 60
Influence

Not Influential (1-2) 40% 17% 27%
ModeratelyInfluential (3) 20% 33% 27%
Very Influential (45) 40% 50% 45%
n 5 6 11

opiniondynamics.com Page 33



Appendix B: EnergyWise Survey Marketing Awareness & Influence Details

Paid Search

Versions 1 & 2

Tiverton & Little Compton

Get comfort year round. Save 7% on
heating & cooling with DemandLink™.
www.myngrid.com/demandlink

OctoberNovember 012

Version 1 Version 2

Yes 5% 19% 15%
n 19 36 55
Influence

Not Influential (1-2) 100% 0% 13%
ModeratelyInfluential (3) 0% 57% 50%
Very Influential (45) 0% 43% 38%
n 1 7 8
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Appendix B: EnergyWise Survey Marketing Awareness & Influencediet
Facebook Posts
Versions 1 & 2
May-December2012

Version 1 Version 2 Total

Recall

Yes 8% 3% 5%
n 37 36 73
Influence

Not Influential (1-2) 0% 0% 0%
Moderately Influential(3) 67% 100% 75%
Very Influential (45) 33% 0% 25%
n 3 1 4
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Appendix B: EnergyWise Survey Marketing Awareness & Influence Details

Twitter Posts
Versions 1 & 2
OctoberNovember2012

Version 1 Version 2 Total

Recall

Yes 0% 0% 0%
n 19 36 55
Influence

Not Influential (1-2) - - :

Moderately Influential (3) - - -

Very Influential (45) - - -

n - - -
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Appendix B: EnergyWise Survey Marketing Awareness & Influence Details

7.1.2  Recall and Influence of Statewide Marketing

The following tables describe recall and influence of marketing specific to statewide marketing efforts.

Direct Mall

Version 1

nationalgrid

vel, you win.

} §
B s
— fid
L

Rhode Islanders, it's time to GetHouseFit - I" ;
e );1“‘ %
May-October 2012 April2013
Version 1 Version 2 Total
Recal
Yes, | recall receiving this 27% 36% 32%
n 37 36 73
Influence
Not Influential (1-2) 50% 8% 26%
Moderately Influential (3) 0% 38% 22%
Very Influential (45) 50% 54% 52%
n 10 13 23
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Appendix B: EnergyWise Survey Marketing Awareness & Influence Details

Email

Seva Money, Save Energy.

GtHouseFit.

nationalgrid

». CetHouseft

An energy-efficient home is a home that's fit.

To Gt Hiocan FX schedele & mo-cial home enegy assssamert Beough out Eseng)Wies piogit’. An Esergy

ey costa.

Version 1 Version2

B e
April 2013

Version 1 Version 2 Total
Recal
Yes, | recall receiving this 11% 8% 10%
n 37 36 73
Influence
Not Influential (1-2) 50% 0% 29%
Moderately Influential (3) 25% 33% 29%
Very Influential (45) 25% 67% 14%
n 4 3 7
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Radio

Version 1 Version 2

mastersov i si t i

Between October and December of 2012, National
Grid aired a series of radio spots promoting the

availability of energy savings programs for every
person in Rhode Island. These spots featured various
groups ofRhode Islandersd for example, hockey
players, dog owners, gardeners, sports fans, and grill
onal

In April, National Grid began airing a series of radio
spots promoting the 24 ways National Grid can help
Rhode Islaners save energy and money on energy
bills. These spots featured National Grid asking
Rhode Islanders questions about the statiefor
example, o0Can you name R
o0Can you name the states
and o0Can y eampamyatmehast24 eays
Rhode I sl anders can save

OctoberDecember 2012

ApritSeptember 2013

Version 1 Version 2 Total
Recal
Yes, | recall receiving this 42% 25% 31%
n 19 36 55
Influence
Not Influential (1-2) 38% 33% 35%
ModeratelyInfluential (3) 38% 33% 35%
Very Influential (45) 25% 33% 29%
n 8 9 17
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Appendix B: EnergyWise Survey Marketing Awareness & Influence Details

Newspaper Ads

Version 1 Version 2

We Nave ere gy savings (1o dve Sir
very Bl o he wdobe aqapmt o Abvsde Suimmed

Winter/Spring 2012 ApritSeptember 2013

Version 1 Version 2 Total
Recal
Yes, | recall receivinghis 11% 25% 18%
n 37 36 73
Influence
Not Influential (1-2) 50% 56% 54%
Moderately Influential (3) 25% 11% 15%
Very Influential (45) 25% 33% 31%
n 4 9 13
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Appendix B: EnergyWise Survey Marketing Awareness & Influence Details

Banner Ads

Version 1 Version 2

Winter/Spring 2012 ApritSeptember 2013
‘ Version 1 Version 2 Total

Recal
Yes 0% 17% 9%
n 33 36 69
Influence
Not Influential (1-2) - 50% 50%
Moderately Influential (3) - 17% 17%
Very Influential (45) - 33% 33%
n - 6 6
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